EVIER 


Intern. J. of Research in Marketing 12 (1995) 507—508 


International Journal of 


Research in 
Marketing 


Author Index Volume 12 (1995) 


Allen, D., see Pieters, R. 

Allenby, G.M. and J.L. Ginter, The effects of 
in-store displays and feature advertising 
on consideration sets 

Andaleeb, S.S., Dependence relations and 
the moderating role of trust: implications 
for behavioral intentions in marketing 
channels 

Aurifeille, J.-M. and P. Valette-Florence, De- 
termination of the dominant means-end 
chains: A constrained clustering ap- 
proach 

Avlonitis, G.J., see Kouremenos, A. 


Baumgartner, H., see Steenkamp, J.-B.E.M. 

Baumgartner, H., see Pieters, R. 

Ben-Akiva, M. and B. Boccara, Discrete 
choice models with latent choice sets 
Bijmolt, T.H.A. and M. Wedel, The effects of 
alternative methods of collecting similar- 

ity data for Multidimensional Scaling 

Boccara, B., see Ben-Akiva, M. 

Bradley, F., see Lambkin, M. 

Brown, J.R., J.L. Johnson and H.F. Koenig, 
Measuring the sources of marketing 
channel power: A comparison of alterna- 
tive approaches 


Claeys, C., A. Swinnen and P. Vanden Abeele, 
Consumers’ means-end chains for 
“think” and ‘“‘feel’’ products 

Cuyvers, L., P. De Pelsmacker, G. Rayp and 
I.T.M. Roozen, A decision support model 
for the planning and assessment of ex- 
port promotion activities by government 
export promotion institutions — the Bel- 
gian case 


De Pelsmacker, P., see Cuyvers, L. 


Farhangmehr, M. and P. Viega, The chang- 
ing consumer in Portugal 

Francois, P. and D.L. MacLachlan, Ecologi- 
cal validation of alternative customer- 
based brand strength measures 


12 (1995) 227 


12 (1995) 67 


12 (1995) 157 


12 (1995) 267 
12 (1995) 435 


12 (1995) 97 
12 (1995) 227 
12(1995) 9 


12 (1995) 363 
121995) 9 
12 (1995) 449 


12 (1995) 333 


12 (1995) 193 


12 (1995) 173 


12 (1995) 173 


12 (1995) 485 


12 (1995) 321 


Gengler, C.E., D.B. Klenosky and M.S. Mul- 
vey, Improving the graphic representa- 
tion of means-end results 

Gengler, C.E., see Reynolds, T.J. 

Gensch, D.H. and E.S. Soofi, Information- 
theoretic estimation of individual consid- 
eration set 

Gijsbrechts, E., G. Swinnen and W. van Wa- 
terschoot, The changing consumer in 
Belgium 

Ginter, J.L., see Allenby, G.M. 

Glatzer, W., see Grunert, K.G. 

Goldberg Block, L. and M.D. Johnson, The 
locus of context effects on product prox- 
imity judgments 

Grunert, K.G. and S.C. Grunert, Measuring 
subjective meaning structures by the lad- 
dering method: Theoretical considera- 
tions and methodological problems 

Grunert, K.G., S.C. Grunert, W. Glatzer and 
H. Imkamp, The changing consumer in 
Germany 

Grunert, S.C., see Grunert, K.G. 

Grunert, S.C., see Grunert, K.G. 


Horowitz, J.L. and J.J. Louviere, What is the 
role of consideration sets in choice mod- 
eling? 

Howard, D.J., see Reynolds, T.J. 


Imkamp, H., see Grunert, K.G. 


Johnson, J.L., see Brown, J.R. 
Johnson, M.D., see Goldberg Block, L. 


Kalish, S., V. Mahajan and E. Muller, Wa- 
terfall and sprinkler new-product strate- 
gies in competitive global markets 

Kaul, A. and V.R. Rao, Research for product 
positioning and design decisions: An in- 
tegrative review 

Klenosky, D.B., see Gengler, C.E. 

Koenig, H.F., see Brown, J.R. 

Kouremenos, A. and G.J. Avlonitis, The 
changing consumer in Greece 


12 (1995) 245 
12 (1995) 257 


12 (1995) 25 


12 (1995) 389 
12 (1995) 67 
12 (1995) 417 


12 (1995) 121 


12 (1995) 209 


12 (1995) 417 
12 (1995) 209 
12 (1995) 417 


12 (1995) 39 
12 (1995) 257 


12 (1995) 417 


12 (1995) 333 
12 (1995) 121 


12 (1995) 105 


12 (1995) 293 
12 (1995) 245 
12 (1995) 333 


12 (1995) 435 


q 
£ 
{ 
| | 
i 
= 
| 
} 
| 
| 
= 
| 2 


508 


Lambkin, M. and F. Bradley, The changing 
consumer in Ireland 

Lane, E., see Uncles, M. 

Lapersonne, E., G. Laurent and J.-J. Le Goff, 
Consideration sets of size one: An empir- 
ical investigation of automobile pur- 
chases 

Laurent, G., see Lapersonne, E. 

Lee, C., see Rust, R.T. 

Leeflang, P.S.H. and W.F. van Raaij, The 
changing consumer in the European 
Union: A “meta-analysis” 

Le Goff, J.-J., see Lapersonne, E. 

Louviere, J.J., see Horowitz, J.L. 


MacLachlan, D.L., see Francois, P. 

Mahajan, V., see Kalish, S. 

Mahajan, V., see Zhang, C. 

Marbach, G., see Varaldo, R. 

Mitra, A., Advertising and the stability of 
consideration sets over multiple purchase 
occasions 

Muller, E., see Kalish, S. 

Mulvey, M.S., see Gengler, C.E. 


Nedungadi, P., see Roberts, J. 
Nilsson, O.S. and H.S. Solgaard, The chang- 
ing consumer in Denmark 


Olson, J.C., Introduction 


Pieters, R., H. Baumgartner and D. Allen, A 
means-end chain approach to consumer 
goal structures 


Rao, V.R., see Kaul, A. 

Rayp, G., see Cuyvers, L. 

Reynolds, T.J., C.E. Gengler and D.J. 
Howard, A means-end analysis of brand 
persuasion through advertising 

Roberts, J. and P. Nedungadi, Studying con- 
sideration in the consumer decision pro- 
cess: Progress and challenges 


Author Index 


12 (1995) 449 
12 (1995) 503 


12 (1995) 55 
12 (1995) 55 
12 (1995) 279 


12 (1995) 373 
12 (1995) 55 
12 (1995) 39 
12 (1995) 321 
12 (1995) 105 


12 (1995) 355 
12 (1995) 467 


12 (1995) 81 
12 (1995) 105 
12 (1995) 245 
12(1995) 3 
12 (1995) 405 


12 (1995) 189 


12 (1995) 227 
12 (1995) 293 
12 (1995) 173 


12 (1995) 257 


121995) 3 


Roozen, I.T.M., see Cuyvers, L. 

Rust, R.T., C. Lee and E. Valente Jr., Com- 
paring covariance structure models: A 
general methodology 


Saunders, J., List of occasional reviewers — 
1995 

Solgaard, H.S., see Nilsson, O.S. 

Soofi, E.S., see Gensch, D.H. 

Steenkamp, J.-B.E.M. and H. Baumgartner, 
Development and cross-cultural valida- 
tion of a short form of CSI as a measure 
of optimum stimulation level 

Swinnen, A., see Claeys, C. 

Swinnen, G., see Gijsbrechts, E. 


Taylor, S. and P. Todd, Decomposition and 
crossover effects in the theory of planned 
behavior: A study of consumer adoption 
intentions 

Todd, P., see Taylor, S. 


Uncles, M. and E. Lane, Call For Papers for 
a Special Issue: Loyalty 


Valente Jr., E., see Rust, R.T. 

Valette-Florence, P., see Aurifeille, J.-M. 

Vanden Abeele, P., see Claeys, C. 

Van Raaij, W.F., see Leeflang, P.S.H. 

Van Waterschoot, W., see Gijsbrechts, E. 

Varaldo, R. and G. Marbach, The changing 
consumer in Italy 

Viega, P., see Farhangmehr, M. 


Wedel, M., see Bijmolt, T.H.A. 


Zhang, C. and V. Mahajan, Development of 
optimal salesforce compensation plans 
for independent, complementary and 
substitutable products 


12 (1995) 173 


12 (1995) 279 


12 (1995) 505 
12 (1995) 405 
12 (1995) 25 


12 (1995) 97 
12 (1995) 193 
12 (1995) 389 


12 (1995) 137 
12 (1995) 137 


12 (1995) 503 
12 (1995) 279 
12 (1995) 267 
12 (1995) 193 
12 (1995) 373 
12 (1995) 389 


12 (1995) 467 
12 (1995) 485 


12 (1995) 363 


12 (1995) 355 


| 
| 
| | 
| 
d 
H 
i 
= 
: 
| 
H 
pure - 
} 


le a4 
i 
{ 
| 
{ 
é 
= 
| 


| 

} 

= 

; 

: 
i 

} 

: 

i 

; 

| 
- 


| 
| 


